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Strategi Pemasaran Sosial di Instagram @Kibumi.id 
dalam Mengedukasi Masyarakat tentang Pengelolaan 
Sampah 
ABSTRAK 
Oleh: Tia Gartini 
Isu pengelolaan sampah masih belum ditangani dengan baik di Indonesia. Dari 
sampah yang dihasilkan, tidak sedikit diantaranya langsung terbuang ke Tempat 
Pembuangan Akhir (TPA). Dari isu yang diangkat tersebut, Kibumi.id sebagai 
sebuah start up yang bergerak di bidang sosial dan lingkungan, terutama pada isu 
pengelolaan sampah yang banyak diabaikan oleh masyarakat, hadir untuk dapat 
menangani isu sampah tersebut dan mengedukasi masyarakat tentang pengelolaan 
sampah melalui media sosialnya, Instagram. Penelitian ini merupakan penelitian 
kualitatif deskriptif yang menggunakan metode penelitian studi kasus dengan 
menggunakan wawancara mendalam dan dokumentasi sebagai elemen 
pengumpulan datanya, dan menggunakan konsep pemasaran sosial yang 
dikemukakan oleh Kotler dan Lee, 2020. Hasil dari penelitian ini adalah 
ditemukannya perencanaan pemasaran sosial Kibumi.id yang belum sepenuhnya 
sejalan dengan teori yang dijabarkan oleh Kotler dan Lee, pada tahapan ke 
delapan yaitu evaluasi. Kibumi.id masih belum memiliki ukuran atau indikator 
untuk menentukan apakah program pemasaran sosial yang sudah dilakukan 
berhasil atau tidak. Sedangkan untuk tahapan lainnya yaitu describe social issue, 
background, purpose, and focus, conduct situation analysis, select priority 
audience, set behavior objectives and goals, identify priority audience insights, 
develop positioning statement, develop strategic marketing intervention mix (4Ps), 
establish budgets and funding, dan complete implementation plan sudah dilakukan 
oleh Kibumi.id sejalan dengan konsep yang dikemukakan oleh Kotler dan Lee. 
 




Kibumi.id Social Marketing Strategy through Instagram in 
Educating Community about Waste Management 
ABSTRACT 
By: Tia Gartini 
The issue of waste management is still not handled properly in Indonesia. 
According to the waste produced, not a few of them are directly disposed of in the 
Final Disposal Site. From the issues above, Kibumi.id as a start-up that is 
engaged in the social and environment sector, especially on waste management 
issues that are neglected by the community, is here to be able to handle the waste 
issue and educate the public about waste management through social media, 
Instagram. This research is a descriptive qualitative research that uses case study 
research methods using in-depth interviews and documentation as elements of 
data collection, and uses the social marketing concept by Kotler and Lee, 2020. 
The result of this study is the discovery of Kibumi.id's social marketing plan which 
not fully in line with the theory described by Kotler and Lee, at the eighth stage, 
namely evaluation. Kibumi.id still does not have a measure or indicator to 
determine whether the social marketing program that has been carried out is 
successful or not. As for the other stages, which are describe social issues, 
background, purpose, and focus, conduct situation analysis, select priority 
audience, set behavior objectives and goals, identify priority audience insights, 
develop positioning statements, develop strategic marketing intervention mix 
(4Ps), establish budgets and funding, and a complete implementation plan has 
been carried out by Kibumi.id in line with the concept proposed by Kotler and 
Lee. 
 






HALAMAN SAMPUL ............................................................................................ i 
HALAMAN PERNYATAAN ................................................................................ ii 
HALAMAN PENGESAHAN ................................................................................ iii 
KATA PENGANTAR ........................................................................................... iv 
ABSTRAK ............................................................................................................. vi 
ABSTRACT ............................................................................................................ vii 
DAFTAR ISI ........................................................................................................ viii 
DAFTAR TABEL ................................................................................................... x 
DAFTAR GAMBAR ............................................................................................. xi 
BAB I PENDAHULUAN ....................................................................................... 1 
1.1 Latar Belakang ......................................................................................... 1 
1.2 Rumusan Masalah .................................................................................... 9 
1.3 Pertanyaan Penelitian ............................................................................... 9 
1.4 Tujuan Penelitian ...................................................................................... 9 
1.5 Kegunaan Penelitian ............................................................................... 10 
1.6 Batasan Penelitian .................................................................................. 10 
BAB II KERANGKA PEMIKIRAN .................................................................... 12 
2.1 Penelitian Terdahulu ............................................................................... 12 
2.2 Teori dan Konsep ................................................................................... 18 
2.2.1 Pemasaran Sosial ............................................................................. 18 
2.3 Alur Penelitian ........................................................................................ 32 
BAB III METODOLOGI PENELITIAN.............................................................. 33 
3.1 Paradigma Penelitian .............................................................................. 33 
3.2 Jenis dan Sifat Penelitian ........................................................................ 34 
3.3 Metode Penelitian ................................................................................... 35 
3.4 Partisipan dan Informan ......................................................................... 36 
3.5 Teknik Pengumpulan Data ..................................................................... 37 
3.6 Keabsahan Data ...................................................................................... 38 
3.7 Teknik Analisis Data .............................................................................. 39 




4.1 Objek Penelitian dan Subjek Penelitian ................................................. 41 
4.1.1 Profil Kibumi.id .............................................................................. 41 
4.1.2 Profil Partisipan dan Informan ........................................................ 44 
4.2 Hasil Penelitian ....................................................................................... 45 
4.2.1 Penerapan Perencanaan Pemasaran Sosial menurut Kotler dan Lee
 46 
4.2.2 Data Traffic Aplikasi Kibumi.id ..................................................... 75 
4.3 Pembahasan ............................................................................................ 79 
4.3.1 Tahapan Perencanaan Pemasaran Sosial ......................................... 79 
4.3.2 Data Traffic Aplikasi Kibumi.id ..................................................... 96 
BAB V SIMPULAN DAN SARAN ..................................................................... 95 
5.1 Simpulan ................................................................................................. 95 
5.2 Saran ....................................................................................................... 97 
5.2.1 Saran Akademis .............................................................................. 97 
5.2.2 Saran Praktis ................................................................................... 97 
DAFTAR PUSTAKA ........................................................................................... 99 






Tabel 2.1 Penelitian Terdahulu ........................................................................ 14 





Gambar 1.1 Paus sperma mati di pulau Kapota Wakatobi setelah memakan  
                    6kg sampah ..................................................................................  4 
Gambar 2.3 Alur Penelitian.............................................................................. 32 
Gambar 4.1 Logo Kibumi.id ............................................................................ 42 
Gambar 4.2 Kibi ............................................................................................... 43 
Gambar 4.3 Tampilan aplikasi Kibumi.id ........................................................ 44 
Gambar 4.4 Konten visual Kibumi.id .............................................................. 67 





LAMPIRAN 1 Formulir Konsultasi Skripsi .............................................. 103 
LAMPIRAN 2 Hasil Turnitin .................................................................... 106 
LAMPIRAN 3 Pedoman & Transkrip Wawancara ................................... 108 
LAMPIRAN 4 Curiculum Vitae ................................................................ 204
